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ABSTRAK 
 
 Penelitian ini bertujuan untuk mengetahui pengaruh dari experiential 
marketing, emotional branding, brand trust terhadap purchase decision 
melalui brand loyalty pada maskapai Garuda Indonesia di Surabaya. 
Penelitian ini dilakukan dengan menyebarkan kuesioner sebagai data primer. 
Responden pada penelitian ini berjumlah 150 orang, yang kemudian 
dianalisis dengan menggunakan metode analisis structural equation modeling 
untuk mengetahui pengaruh antar variabel penelitian melalui program 
LISREL 8.72. 
Hasil dari penelitian menunjukkan bahwa experiential marketing, 
emotional branding dan brand loyalty memberikan pengaruh yang signifikan 
terhadap brand loyalty, dan brand loyalty memberikan pengaruh yang 
signifikan terhadap purchase decision pada maskapai Garuda Indonesia. 
Konsumen merasa bahwa Garuda Indonesia dapat menciptakan pengalaman 
konsumen, emosi positif serta kepercayaan terhadap maskapai tersebut 
sehingga timbul loyalitas terhadap maskapai Garuda Indonesia dan 
berdampak pada keputusan pembelian konsumen. 
 
Kata kunci: experiential marketing, emotional branding, brand trust, brand 
loyalty, purchase decision. 
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ABSTRACT 
 
 This study aimed to determine the effect of experiential marketing, 
emotional branding, brand trust to purchase decision through brand loyalty 
in Garuda Indonesia Airlines in Surabaya. This research was conducted by 
distributing questionnaires as primary data. Respondents in this study 
amounted to 150 people, which is then analyzed using the methods of 
structural equation modeling analysis to determine the effect between the 
variables through LISREL 8.72 program. 
Results from the study showed that experiential marketing, 
emotional branding and brand loyalty have a significant influence on brand 
loyalty, and brand loyalty have a significant influence on the purchase 
decision on the Garuda Indonesia Airlines. Consumers feels that Garuda 
Indonesia Airlines can create consumer experience, positive emotions and 
trust in the airline so that the resulting loyalty to the Garuda Indonesia 
Airlines and the impact on consumer purchasing decisions. 
 
Keywords: experiential marketing, emotional branding, brand trust, brand 
loyalty,purchasedecision.
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